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image ࡜ Affective image ࡢ 2 ࡘ࠿ࡽᵓᡂࡉࢀࠊ
Cognitive image ࡣ୺࡟≀⌮ⓗ≉ᛶ࡟㛵ࡍࡿ࢖࣓࣮
ࢪࠊAffective image ࡣࡑࡢሙᡤ࡟ᢪࡃឤ᝟࡟ᇶ࡙
ࡃ࢖࣓࣮ࢪ࡛࠶ࡿ࡜ࡉࢀࡿ㸦Baloglu & McCleary, 
1999; Gartner, 1994㸧ࠋࡑࡋ࡚ࠊCognitive image ࡣ
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Zarco & Izquierdo-Yusta, 2015㸧ࡀほගᆅ࢖࣓࣮ࢪᙧ
ᡂ࡟ᙳ㡪ࢆ୚࠼ࡿྍ⬟ᛶࡀᣦ᦬ࡉࢀ࡚࠸ࡿ㸦Li et 
al, 2009㸧ࠋࡘࡲࡾࠊOrganic source ࡟࠶ࡓࡿ᝟ሗ※
࡟┦஫ཷⓎಙⓗᛶ㉁ࢆᣢࡘ᪂ࡋ࠸✀㢮ࡀฟ⌧ࡋ࡚














࡞ࡾ࠺ࡿ࡜⪃࠼ࡽࢀࡿ㸦Baloglu & McCleary, 1999; 










McCleary, 1999; Gartner, 1994㸧ࠋ౛࠼ࡤࠊBaloglu & 










ࡣࠊword-of-mouth ࡸゼၥ⤒㦂࡜࠸ࡗࡓ Organic 





ୖࡢࡶࡢࢆྵࡵࡓ࡯࡜ࢇ࡝ࡢ Induced source ࡀ
Cognitive image ࡟᭷ព࡞ᙳ㡪ࢆ୚࠼࡞࠿ࡗࡓ୍᪉ࠊ
Organic source / Autonomous sourceࡀCognitive image
࡬ࡢ᭷ព࡞ᙳ㡪ࢆ୚࠼ࡿࡇ࡜ࢆ᫂ࡽ࠿࡟ࡋ࡚࠸ࡿࠋ
ࡉࡽ࡟ࠊLee et al.㸦2015㸧ࡣࠊOrganic source ࡜
Induced sourceࡀ Cognitive image࡜ Affective image
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Cognitive image ࡟ᙳ㡪ࢆ୚࠼ࡿ᝟ሗ ࠖࠊࠕInduced 
source ࡣ Affective image ࡟ᙳ㡪ࢆ୚࠼ࡿ᝟ሗ ࠖࠊ
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 ࢖࣓࣮ࢪ㡯┠࡟ࡘ࠸࡚ࡣࠊCognitive / Affective
ࡢྛ image ࢆ ᐃࡍࡿ㡯┠ࢆ⏝ពࡋࡓࠋCognitive 
image ࡜ࡋ࡚ࡣ Fakeye and Crompton㸦1991㸧ࠊ
Echtner and Ritchie, 㸦1993㸧ࠊBaloglu and McCleary
㸦1999㸧ࠊBeerli and Martin㸦2004㸧ࠊ Lin at el.





Affective image ࡟ ࡘ ࠸ ࡚ ࡣ ࠊBaloglu and 
McClearly㸦1999㸧ࠊLin et al.㸦2007㸧ࠊLee et al.
㸦2015㸧ࡢ㡯┠࡜ணഛㄪᰝࡢ⤖ᯝࢆᇶ࡟ࠊ5 㡯┠
ࡢ 5ẁ㝵 SDἲᑻᗘ㸦཯ᑐࡢព࿡ࢆᣢࡘᙧᐜモᑐ㸸





 ᝟ሗ࡟㛵ࡍࡿ㡯┠࡟ࡘ࠸࡚ࡣࠊBeerli and Martin

























ࡢ 55.7㸣㸧ࠊ⏨ᛶࡀ 78ྡ㸦඲యࡢ 42.2㸣㸧࡜ࠊẚ
㍑ⓗ⏨ዪẚࡢࣂࣛࣥࢫࡼࡃᅇ⟅ࡀᚓࡽࢀࡓࠋᅜ⡠
࡟㛵ࡋ࡚ࡣࠊ106 ྡ㸦඲యࡢ 57.3㸣㸧ࡀࠕⱥᅜேࠖ



























































ࢀࡓࡢࡣࢡࣛࢫࢱ 1 ࡜ 2࠾ࡼࡧ 1࡜ 3ࡢ㛫ࡢࡳ࡛
࠶ࡗࡓࠋᚑࡗ࡚ࠊ௨㝆ࡢ⤖ᯝࡢゎ㔘ࡣࠊࢡࣛࢫࢱ










ࢱ 1ࡣࠊࢡࣛࢫࢱ 4ࡸ 2࡟ẚ࡭ᩘ್ࡀపࡃࠊࢡࣛ
ࢫࢱ 3࡜ࡢᕪࡀࡳࡽࢀ࡞࠸࡜࠸࠺ࠊẚ㍑ⓗ Organic 
source࣭Induced source ࡢᙳ㡪ຊࡀᙅ࠸ࢡࣛࢫࢱ࡛
࠶ࡿ࡜࠸࠺ࡇ࡜ࡀ࡛ࡁࡿࠋࡓࡔࠊAutonomous 
source ࡟㛵ࡋ࡚ࡣࠊࢡࣛࢫࢱ 4 ࡟ẚ࡭ࡿ࡜ప࠸ࡶ





















┠࡟࠾࠸࡚ࠊࢡࣛࢫࢱ 1 ࡀࢡࣛࢫࢱ 2 ࡼࡾホᐃ್
ࡀ㧗࠸࡜࠸࠺⤖ᯝࡀᚓࡽࢀࡓࠋࡲࡓࠊࢡࣛࢫࢱ 1ࠊ
3 ࡢ㛫࡛ࡣࠊࠕ㨩ຊⓗ࡞ࢧࣈ࢝ࣝࢳ࣮ࣕࠖࡢ㡯┠࡟
࠾࠸࡚ࠊࢡࣛࢫࢱ 1 ࡀࢡࣛࢫࢱ 3 ࡼࡾホᐃ್ࡀ㧗
࠸࡜࠸࠺⤖ᯝࡀᚓࡽࢀࡓ㸦⾲ 3㸧ࠋ 
ࡘࡲࡾࠊࢡࣛࢫࢱ 1 ࡜ 2 ࡢ㛫ࡢ┦ᑐⓗ࡞㛵ಀ࡟
࠾࠸࡚ࠊAutonomous sourceࡢཧ↷ᗘࡢࡳ࡟ᕪࡀ࡞
ࡃࠊOrganic source ࡜ Induced source ࢆཧ↷ࡍࡿഴ
ྥࡀᙅ࠸ࢡࣛࢫࢱ 1 ࡟࠾࠸࡚ࠊCognitive image ࡛
࠶ࡿࠕ⮬ᅜ࡜␗࡞ࡿ㨩ຊ ࠖࠊࠕ㨩ຊⓗ࡞ࢧࣈ࢝ࣝࢳ
࣮ࣕࠖࡢホᐃ್ࡀ㧗࠸ࡇ࡜࠿ࡽࠊOrganic source࡜
Induced source࡟࠶ࡓࡿ᝟ሗ※ࡀࡇࢀࡽࡢ Cognitive 
image ࡜㈇ࡢ㛵ಀࡀ࠶ࡿྍ⬟ᛶࡀ♧၀ࡉࢀࡓࠋࡉ
ࡽ࡟ࠊࢡࣛࢫࢱ 1 ࡜ 3 ࡢ㛫ࡢ┦ᑐⓗ࡞㛵ಀ࡟࠾࠸
࡚ࡣࠊAutonomous sourceࢆཧ↷ࡍࡿഴྥࡀᙉ࠸ࢡ
ࣛࢫࢱ 1 ࡟࠾࠸࡚ࠊCognitive image ࡛࠶ࡿࠕ㨩ຊ
ⓗ࡞ࢧࣈ࢝ࣝࢳ࣮ࣕࠖࡢホᐃ್ࡀ㧗࠸ࡇ࡜࠿ࡽࠊ


















⤒㦂ࠖࡢ 3 㡯┠࡛࠶ࡗࡓࠋࡇࡢ࠺ࡕࠊࢡࣛࢫࢱ 1
࡜ 2 ࢆẚ㍑ࡍࡿ࡜ࠊࢡࣛࢫࢱ 1 ࡟ࡘ࠸࡚ࡣᒃఫ⤒
㦂࡟࠾࠸࡚ṧᕪࡀ㈇࡟᭷ព࡞್ࢆ♧ࡋࡓࠋࡇࡢࡇ
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࡜ࡋ࡚ࡣࠊࢡࣛࢫࢱ 1 ࡜ 2 ࡢẚ㍑࡟ࡼࡗ࡚ࠊ
Organic source / Induced source࡟ࡼࡿ≉ᐃࡢ࢖࣓࣮
ࢪ㡯┠࡬ࡢ㈇ࡢᙳ㡪ࡀ☜ㄆࡉࢀࡓࠋࡇ࠺ࡋࡓ᝟ሗ
※ࡀ Cognitive image࡟ཬࡰࡍṇࡢᙳ㡪ࢆ᫂ࡽ࠿࡟
ࡋࡓඛ⾜◊✲ࡣ࠶ࡿࡀ㸦Beerli & Martin, 2004; Lee 











⪃࠼ࡽࢀࡿࠋࡲࡓࠊࢡࣛࢫࢱ 1 ࡜ 3 ࢆẚ㍑ࡍࡿ࡜ࠊ
Autonomous source ࢆཧ↷ࡍࡿഴྥࡀ Cognitive 
imageࡢ 1ࡘ࡛࠶ࡿࠕ㨩ຊⓗ࡞ࢧࣈ࢝ࣝࢳ࣮ࣕࠖ࡟
ṇࡢᙳ㡪ࢆཬࡰࡍࡇ࡜ࡀ♧၀ࡉࢀ࡚࠾ࡾࠊඛ㏙ࡢ
ඛ⾜◊✲㸦Beerli & Martin, 2004; Lee et al., 2015㸧ࡀ







 Affective image ࡟㛵ࡋ࡚ࡣࠊ᝟ሗࡢ᭷ព࡞ᙳ㡪
ࡀࡳࡽࢀ࡞࠿ࡗࡓࠋࡇࢀ࡟ࡘ࠸࡚ࡣ Affective 
image ࡢ㡯┠ᩘࡢᑡ࡞ࡉࡀ⪃࠼ࡽࢀࡿࠋࡲࡓࠊ
Cognitive image࡟ࡘ࠸࡚ࡶࠊ㑅ᐃࡋࡓ 35㡯┠୰ 2
㡯┠ࡢࡳ࡟᭷ព࡞ᕪ␗ࡀࡳࡽࢀࠊ᝟ሗ※ࡀ୚࠼ࡿ
࢖࣓࣮ࢪ࡬ࡢᙳ㡪ࡀ㝈ᐃⓗ࡛࠶ࡗࡓࡇ࡜ࡀ⪃࠼ࡽ
ࢀࡿࠋඛ㏙ࡢ Baloglu and McCleary㸦1999㸧ࡀ᳨ド
ࡋࡓほගᆅ࢖࣓࣮ࢪࡢᙧᡂ㐣⛬ࣔࢹࣝ࡟࠾࠸࡚ࡣࠊ






 ࢡࣛࢫࢱ 1 ࡜ 2 ࡟࠾ࡅࡿᒓᛶࡢẚ㍑࡟࠾࠸࡚ࡣࠊ
ࢡࣛࢫࢱ 1 ࡢࠕᒃఫ⤒㦂ࠖ࡟ࡢࡳ㈇ࡢ᭷ព࡞ഴྥ






Cognitive image ࡟㈇ࡢᙳ㡪ࢆࠊྠࡌࡃ Organic 
source ࡢ୍✀ࡔ࡜ᛮࢃࢀࡿ᪥ᮏㄒᏛ⩦⤒㦂ࡀ
Cognitive image ࡟ṇࡢᙳ㡪ࢆ୚࠼࡚࠸ࡿྍ⬟ᛶࡣ
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ᅗ 1 ᅇ⟅⪅ࡢࢡࣛࢫࢱศᯒࡢ⤖ᯝ 
  㸦Organic / Autonomous / Inducedࡢ᝟ሗ※ࡢศ㢮ࢆࡶ࡜࡟ᩘ㔞໬ࡋࡓࢹ࣮ࢱ࡟ࡼࡿࢹࣥࢻࣟࢢ࣒ࣛ㸧 
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